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Abstract 
The results of the study carried out by the sociological laboratory of Ekaterinburg Academy of Contemporary Art in 
2014 has shown a detailed behavior segmentation of the population of one of the industrial districts of 
Yekaterinburg - Uralmash, in particular, the socio-demographic characteristics of the "cultural activity" and features 
of the people's addressing to the cultural institutions. The segmentation within the used methods has been performed 
according to the following parameters: the use of the services of cultural institutions in general, the regional 
localization ̢ a practice of addressing to the services of the municipal cultural institutions in the district, the 
demand for other services, the unsatisfied demand. The Uralmash residents' demand for services in the field of 
culture is not satisfied to the large extent, which means that there is a cultural gap with its own target audience. The 
citizens set hopes on a new neighbor- the Academy of Contemporary Art. 
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1. Introduction 
In the modern context the culture becomes an efficient condition and means of solving social problems and 
reducing social tension in the region, providing the residents with modern high quality leisure time, that fills in their 
spare time, introduces them to the true values, creates a festive atmosphere in their life, makes them feel cheerful and 
optimistic. All that is a true alternative to the dull life in the province, inner emptiness, alcoholism and as a 
consequence – a delinquent behavior. In addition, the role of image as a tool of competition is increasing in today's 
world. The culture and its creative achievements are the strong image generating factors. It is not less important that 
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the development of cultural image is directly related to the development of patriotism: the population that is proud of 
its territory, wants to make it better, to invest their labor and financial resources into its development. 
The program "Ekaterinburg is a metropolis of culture and art" which is a part of the Strategic plan of development 
of the city of Ekaterinburg reflecting the content of the municipal cultural policy describes the need for preservation 
and development of the culture sphere of the city, enhancement of intellectual and cultural level of the citizens, 
satisfaction of their needs in free cultural and creative self-fulfillment, as well as creation of conditions for the steady 
production of topical cultural innovations in the urban space that are in demand at the regional, federal and global 
levels (Strategicheskij plan razvitija municipal'nogo obrazovanija «gorod Ekaterinburg» do 2020 g., 2010). 
In 2006 by the decision of the Head of Ekaterinburg, the municipal budget-funded higher education institution 
"Ekaterinburg Academy of Contemporary Art" – the higher education institution which is especially important for 
Ekaterinburg – was established (O sozdanii municipal'nogo obrazovatel'nogo uchrezhdenija kul'tury vysshego 
professional'nogo obrazovanija «Ekaterinburgskaja akademija iskusstv» (institut), 2006). The Academy implements 
the municipal policy of creation of a competitive, economically and socially prosperous urban environment in 
Ekaterinburg and consolidating the leading position of the city among other major cultural centers of Ural-Siberian 
region. The mission of the Academy is not only limited to requirements of skilled personnel training for the sphere 
of culture but is also expanded to development and implementation of relevant socio-cultural projects (ones aimed at 
the solving the problems of society by means of culture), arrangement of brand urban events and applied scientific 
research. 
In the field of market interaction, cultural institutions are currently challenged with constant needs of obtaining 
information: about the demand and its satisfaction, efficiency of programs being implemented, about modern styles 
of culture consumption in various social environments. It is impossible to manage change without the relevant 
information collected by professionals. 
Establishment of the laboratory of sociological studies in the structure of Ekaterinburg Academy of 
Contemporary Art in 2014 was intended to encourage the sociological study of culture in the municipal unit "the city 
of Ekaterinburg", to actively introduce its results into the scientific and educational process, as well as into the 
practice of cultural institutions management. 
A major study of the laboratory was the project "Study of the public demand of the residents of Ordzhonikidze 
district of Ekaterinburg for the municipal services in the field of culture", implemented by the laboratory in autumn 
2014 and initiated by the Executive board of Ekaterinburg Academy of Contemporary Art in connection with 
moving of the higher education institution to Uralmash into the former House of Culture of the plant of the same 
name. 
The urban residential district "Uralmash" was formed in the second quarter of XX century as a workers' 
settlement around one of Russia's largest machine building factories – "Ural Heavy Machinery Plant" (launched in 
1933). 
Today the major population of Ordzhonikidze district of Ekaterinburg lives in Uralmash. Ordzhonikidze district is 
the most populated one among the administrative districts of the city. As of 01.01.2014, the number of its population 
was 277.7 thousand people. In fact, every fifth resident of Ekaterinburg (19.4% of the population) lives in 
Ordzhonikidze district. 
The objective characteristics of Ordzhonikidze district are the large area, the relative territorial localization, 
distance from the center of Ekaterinburg and the leading cultural institutions in the city, the presence of own 
infrastructure of cultural institutions (27 cultural institutions, 18 of which are municipal), and historically developed 
industrial specialization. This district is quite self-sufficient: it allows for living, working and studying, provides for 
conditional entrainment and receiving medical service without having to leave the district. 
The activity of the similarly-named organized criminal group "Uralmash", that in many respects had controlled 
Ekaterinburg and Sverdlovsk region almost entirely from the beginning of 1992 to the end of 2005 set its mark upon 
the situation in the district. In those years the district was considered the most dangerous area in the city. The general 
criminal activity associated with difficult financial situation of its residents starting after the fall of the Soviet Union, 
contributed to the situation. 
These factors have contributed to the formation of a special subculture of its residents. 
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2. Objectives, methodology and research design 
The goal of the research is estimating the quantitative and qualitative parameters of demand of the population of 
Ordzhonikidze district of Ekaterinburg for the municipal services in the field of culture. 
Objectives: evaluation of level of the public satisfaction with the supply of services in the sphere of culture in 
Ordzhonikidze district of Ekaterinburg; evaluation of level of actual and potential demand for cultural services; 
characteristics of needs of the target segments; characteristics of population's attitude to activity of Ekaterinburg 
Academy of Contemporary Art. 
The information was collected in October 2014 based on two main methods: 1) general public opinion survey 
using the method of structured personal interview; 2) the sample number – 400 people (the actual number of the 
surveyed was 418 people). 
The territorial sampling with the maximum geographical representation (at least 20 points of the survey) was 
carried out. The selection of the respondents was carried out with quota by gender, age and education level (higher 
education / no higher education). The sampling represents the population of Ordzhonikidze district of 18 years and 
older with a maximum error of ± 4,8%. 
According to the survey results, the twenty percent phone monitoring of the interviewers' work was performed. 
The focus groups included representatives of various age segments: 1) the young people aged 18-23 permanently 
residing in Ordzhonikidze district. Various categories of the young people were presented: students of higher 
education institutions, students of technical schools, the employed people. It has been found out that a half of them 
regularly visits municipal cultural institutions (libraries, hobby groups and sports sections at municipal clubs and 
culture centers), the other half do not visit them; 2) the middle-aged residents of Ordzhonikidze district (25-50 years) 
with children of preschool or school age. The children of a half of them go to hobby groups and sports sections at 
municipal clubs; 3) the residents of Ordzhonikidze district aged 50-70. Half of the respondents in this segment uses 
the services of the municipal cultural institutions (libraries, concerts, specialized hobby clubs). 
Thus, the phases of study are typical for projects involving collection of primary information: 1) development of 
the program of study, selection of methods, calculation of sampling; 2) field interviews at the place of residence, 
working with focus groups; 3) information processing; 4) analysis, interpretation and presentation of results. 
3. Discussion of the research outcomes 
Level of satisfaction of Ordzhonikidze district residents with the living conditions in the district, including the 
sphere of culture. The background on which the consumer behavior in the field of culture has been formed 
represents the general attitude to the district, the conditions of life in it, and, in particular, a feeling of whether the 
district provides the opportunities relevant for the leisure activities. On the one hand, the residents give an on 
balance good report of their district: two-thirds of the surveyed believe the conditions of life in Ordzhonikidze 
district are the same as in other districts of Ekaterinburg, while 15% reported that the conditions are better. 
Meanwhile, however, the focus groups demonstrate that perception of Ordzhonikidze district is very strongly 
influenced by the negative image of the Uralmash residents: "Uralmash residents are ill-mannered young people", 
"people of little culture" or "Uralmash – the workers' quarters." Young and middle-aged people have a critical 
attitude to the leisure activities "on the block": "well, they are perched up on the benches and keep drinking alcohol", 
to particularities of behavior at cultural institutions: "... even if it is not a comedy movie they still laugh a lot." But at 
the same time, there are prospects for development of the district, also in terms of culture. And the image of the 
region is gradually changing – representatives of the middle-aged generation are sure of it. 
The attitude to the district slightly varies within different socio-demographic groups. Women give lower scores 
than men do. The evaluations of the young people in Uralmash differ from ones of the middle-aged and older 
generations: they are more rigorous, young people often consider the conditions of life in the district the best, or, 
conversely, the worst. The older generation is poorly informed to compare their district with the other ones: 14% 
were at a loss to answer and were indifferent in relation to comparative evaluations of their district with others – they  
think of Ordzhonikidze district just as their place of life. The lower the respondent's income is, the more often he 
evaluates the living conditions in his district as worst. The degree of satisfaction is also influenced by the leisure 
activity: among those who attend cultural events and institutions (both in their district and beyond it), there is a 
greater number of people who highly appreciate the life in Uralmash. 
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Thus, the social activity, the intercity migration and the variety of social experience were the important factors in 
assessing the living conditions in the comparative urban standpoint. 
Analysis of satisfaction with cultural institutions in Ordzhonikidze district has shown the following results. The 
residents of Ordzhonikidze district give a lower estimation of quantity and quality of work of the district cultural 
institutions compared to the living conditions in the whole district: 11% believe that the situation is better than in 
most areas of Ekaterinburg; 56% do not see any difference; according to opinion of 17% of residents, the quantity 
and quality of work of district cultural institutions is worse than in other districts; 16% were at a loss to answer. That 
is, evaluation of cultural sector of Uralmash is lower than the summary indices. 
The residents of Ordzhonikidze district having a higher education institution graduate diploma, evaluate the 
district cultural potential lower. The higher the income is, the higher score the respondent gives to quantity and 
quality of cultural institutions in Ordzhonikidze district. If a resident actively visits the cultural institutions, his 
assessment are more differentiated: in the group of active users of culture services there is a greater number of those 
who highly appreciate the cultural potential of Uralmash and those who give low scores. Thus, as well as when 
assessing the level of satisfaction of residents of Ordzhonikidze district with the living conditions in the district, 
there is a clear trend of the influence of interurban mobility on the estimates: more mobile groups have more 
estimation experience, so they estimate the "cultural situation” in Ordzhonikidze district more critically. 
Focus groups show that the satisfaction with the demand for municipal services in the sphere of culture is 
supported by a close proximity ("close to home – it is quite important"), a wide variety of classes for children, 
availability of information, visit traditions. The demand is not satisfied in classes for adults ("there is only the culture 
for children..., and the adults have no places to visit"). The sphere of culture includes the space of the district (parks, 
flowerbeds), and it causes criticism ("Everything is nice ... if in Weiner street"). The behavior of the residents of 
Uralmash also attracts criticism: "There is no culture of visiting open events. Things are different....in the city". 
Leisure time format for the older generation is dual: either outside the cultural institutions, or at reasonable prices, 
budget-friendly option. 
Estimation of the level of actual and potential demand for services of municipal institutions in the sphere of 
culture in Ordzhonikidze district. The demand for services of municipal institutions in the sphere of culture was 
estimated in the course of the study exactly from the standpoint of being in demand (actual and potential) for the 
services provided for by the institutions. The existing cultural and recreational needs of the population of 
Ordzhonikidze district can be implemented in different ways, and addressing to services of the municipal cultural 
institutions of the district is only one of the options. This is the actual (implemented) demand for services. In 
addition, there is a potential demand – the one of those residents of the district who would like to use services of the 
district cultural institutions, but for some reason are not doing this currently. A demand implemented in other ways – 
via addressing to commercial cultural and recreational entertainment in other districts of the city (mainly in the 
center of Ekaterinburg) – can be considered the conventionally unsatisfied, meaning that it is not implemented in 
municipal institutions of home (Ordzhonikidze) district. And finally, there is a kind of grey zone of the 
unimplemented and even often unconscious demand about which we can only speak in theory: these are such 
interests and needs which in general can be satisfied by cultural institutions but are currently being implemented in 
other ways. 
Quantitative estimation of the use of services of cultural institutions in Ordzhonikidze district. 42,6 ± 4,8% of 
households in the district visit the cultural institutions of Ordzhonikidze district. Equivalent to the number of 
population of the district this value ranges from 39 to 49 thousand households. We studiously calculate the level of 
demand from the households, as consumption of services of cultural institutions is largely family-based. 
As for characteristics of the audience of cultural institutions in Ordzhonikidze district, we have to point out that 
here women prevail, the number of women being nearly 2/3 of the visitors, and middle-aged and older people prevail 
(70% of the audience is aged 30 and older). 
It is important that such a structure of visitors of the cultural institutions is a reflection of the particularities of 
demographic situation in the district which is characterized by a large proportion of pensioners (every fourth resident 
of the district) and the predominance of women. When comparing groups of consumers and non-consumers of the 
services of cultural institutions, there are no large differences by sex and age between these groups. Certainly, 
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women are more inclined to visit the cultural institutions, but far more significant are other indices: the availability 
of children under 18 years in the family. It is to a great extent for the sake of children upbringing that turning to the 
services of cultural institutions occurs. This is why among the visitors of cultural institutions nearly half come with 
children, while among the population of the district the number of such families is only 1/3; the education level and 
the related factor is the job status. Among the visitors of cultural institutions the proportion of people with higher 
education is 31,5%, while among the district population such proportion is only about j. It is employees and workers 
that are the most passive group, and among the residents who do not visit the cultural institutions more than a half 
are the employed ones, the residents of the district working in such positions. 
Potential demand: estimation of the opportunities for the audience expansion. A maximum growth of the service 
consumers is possible due to the most popular services – concerts and performances, as well as educational activities 
for children. 
The libraries have a limited audience. With regard to this, here some audience expansion is possible: more 
respondents are planning to go to the library rather than visit it at the present moment. However, we can hardly 
expect a surge of demand, because to visit a library one must have an expressed need, and the non-consumers do not 
have one: 3/4 of the respondents, when explaining their unwillingness to visit libraries, point out they do not find 
anything interesting for them there. It is safe to assume that most of them are not informed about the format of 
modern libraries. 
The educational services for adults are almost unpopular, and growth in this sphere (at least at the same level of 
supply and providing information about the services) is unlikely. 
The parameters of the unsatisfied demand. Certainly, alongside with obtaining services in institutions of their 
district, the residents of Ordzhonikidze district are actively using the opportunities for spending their leisure time in 
Ekaterinburg in general, especially in the city center. Recreational migration from the living district to the recreation 
area is a very common phenomenon. For example, according to the results of Moscow studies, almost 25% of the 
commuter area residents regularly go to the city center to receive cultural services, whereas in their district they 
practically do not visit the places of recreation (only 8% do) (FAQ: Dosugovaja migracija. 5 faktov o prichinah 
nedoverija gorozhan k rajonu svoego prozhivanija i kul'turnoj infrastrukture Moskvy, 2014). In this sense the 
situation in Ordzhonikidze district where 43% of families visit local cultural and recreational institutions is more 
favorable but the phenomenon of recreational migration certainly exists. 
Services for adults. During the survey 48,6% have indicated that they do not visit cultural and educational 
activities for adults both in their district and outside it. However, the resulting figure has to be corrected a little, since 
people added cinema to the list of cultural institutions which we did not include because of non-municipal nature of 
the source of such cultural services, as well as restaurants, swimming pool and sauna, sport sections and fishing. It is 
remarkable by itself: it is clear that for a part of population it makes the sense of cultural entertainment and cultural 
development. And this is really important for understanding the demand on the part of residents of the district. The 
total number of people visiting cultural institutions with a view of obtaining services for adults amounted to 49,3%. 
Thus, the audience of consumers and non-consumers of cultural services is divided almost equally. Another 
important conclusion is that the difference between consumers of culture and recreational services in general and 
those who implement them in their district is 15,6%. In other words, every sixth resident of Ordzhonikidze district in 
fact fails to find a way to implement his needs in the district or within municipal institutions. This is a conventionally 
unsatisfied demand. 
It is important to correctly understand what this figure means. It is composed significantly by the demand for 
concerts and performances, including ones by central theaters and tour theaters: 41% of the district residents attend 
these performances and concerts (such events are visited by 29,7% at the district level). This demand cannot be fully 
"dragged" to the district of residence, because some other needs are implemented here: 2/3 of consumers choose 
what meets their interests. Convenience of the venue is important but not so critical, only 40% pay attention to this 
index. 
The expressed unsatisfied demand is contained in the another group of services: educational services. Training 
courses, lectures and seminars, creative activities and hobby clubs are visited by the adults from 17.9% of families. 
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As for municipal institutions of Ordzhonikidze district, only 1,9% receive and plan to receive such services there. 
Thus, the level of the unsatisfied demand in this segment makes up 16% of the district population. 
Who are these people? Mostly it is a very active part of the population – young people (the average age is 33 
years, 1/3 are young people aged up to 25), with a high level of education (40% with higher, 31% with specialized 
secondary), having a relatively high income level, which is expressed in the subjective estimation of their income 
(40% give a relatively high estimate to their income and note they can save some money for major expenses), but, 
alongside with that, this category of residents has higher expenditures for leisure – on average 4,1 thousand rubles 
per family per month versus 3,6 thousand rubles on average in the district. 
Thus, it is by offering educational services for adults that the audience of the municipal culture and leisure 
institutions can be significantly expanded and the young, dynamic, and, which is quite important, wealthy audience 
ready to pay for the cultural and recreational services be attracted. 
Another category of the unsatisfied demand is the people who essentially do not attend cultural and recreational 
institutions for adults at the present time, but in theory would like to attend. There are quite a few such people in 
Ordzhonikidze district – 19%, in fact, in every fifth family. These are poorly educated residents of Uralmash (46% 
of them have secondary general education or initial professional education) having average income (60%) or even 
below average (21%) one. Currently they do not find opportunities to visit cultural institutions yet keep an interest 
for them. However, the practice shows that in the sphere of culture (just like in the sphere of sports) good intentions 
always significantly exceed their implementation in reality, so we can hardly expect this part of the district's 
residents to come to cultural and recreational institutions. At the same time, there is a chance that these people who 
hardly want to go to the center and hardly want to spend large amounts of money for cultural and leisure services can 
become a special target group exactly for municipal cultural institutions of Ordzhonikidze district. By offering 
something interesting to this category of residents it is quite possible to "bring" them to the leisure institutions. So 
much so that the hypothesis of the propensity of exactly these people to passive recreation was not confirmed in full. 
Certainly, they almost fail to use the services of recreational institutions that involve spending money (cafes, 
cinemas, theaters and concerts). But home leisure activities (TV, Internet, "guest nights") are widespread in this 
group not more than among active consumers of cultural and leisure services. And here is a subgroup of those who 
do not attend the cultural and recreational activities and do not need it (32% of the population of the district), they 
really are the stay-at-home types. 
Thus, when estimating the current level of demand and potential demand of Ordzhonikidze district population for 
the municipal services for adults in the field of culture, the following conclusions can be made. 
Currently, about 1/3 of families use such services, which comprises 29 – 38 thousand families. And these are 
really all categories of residents: both age and income categories. Yet there is a dependence on the educational level 
and the related job status: people with higher or secondary specialized education, managers, professionals and 
pensioners more often use the services of the cultural institutions. The most passive group are employees and 
workers. 
The general trend clearly recorded in the study is as follows: residents of the district have an interest in such a 
way of spending free time as visiting the cultural institutions. Certainly, not all the good intentions are brought to 
life. 
If we rely on the nearest plans of addressing to district municipal institution services, we can confidently 
anticipate the audience growth by 4–5% – up to 33,6–43 thousand families. However, it has to be borne in mind that 
this growth will occur mostly thanks to pensioners and the groups that do not currently use services of culture and 
leisure institutions. These are the low income groups, so the demand in terms of money will only increase slightly. 
A potentially very attractive consumer group are the active users of recreational services for adults but receiving 
them in other districts or in private institutions. They are relatively young, dynamic people with high income. This 
category of respondents is able to provide a significant increase in demand also in material terms. However, it is not 
easy to attract them to the municipal cultural institutions: they have developed a quite different stereotype of leisure 
activities. In our opinion, the most probable group of services which can be used by this segment of consumers in the 
municipal cultural institutions is the educational services: workshops, dance and art courses, training courses and 
seminars. 
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The most improbable group for being attracted to the cultural institutions are those who do not attend any 
cultural-recreational or educational activities at all, but would like to. This is a very numerous group, but low-
income, with low level of education, the older and senior people prevail in it. It can be supposed that inexpensive or 
even free of charge public activities will be in demand with this group, on condition of good provision of 
information to the public. 
Services for children. Currently, the proportion of families with children in the population structure of 
Ordzhonikidze district comprises 35%, i.e. in fact it is every third family. 13,6% of households in the district or 
38,5% of families with children use the cultural and recreational services for children. 
Families with children are quite active consumers of cultural and leisure services. Only 1/3 do not use any of 
these services; counted more precisely, if we exclude cinemas and sports sections that many respondents have added 
as "other", we obtain 23% of families of the district, or 65% of the families with children who attend cultural and 
educational activities for children. Thus, 9,4% of families can not bring to life their needs in the municipal 
institutions of Ordzhonikidze district. 
The most popular services are performances and concerts for children, creative activities and additional 
education. In principle, all these services are quite implementable within the institutions of Ordzhonikidze district. 
Moreover, they are offered, and the question is probably in the quality of services perceived by the consumers, as 
evidenced by results of the focus groups: "I have studied all the institutions; close to home is quite important, but it 
is essential that teachers are competent and have good attitude towards the children". The same conclusion can be 
made based on the analysis of choice parameters for the activities for children. The absolute majority of parents are 
focused on a single parameter – the child's interest; about a half chooses activities that allow for development, 
raising the cultural level of the child; and only 25% are focused on the convenient location (this is a substantially 
lower number than when selecting the activities for adults). Thus, when choosing the interesting and educational 
activities for children, the parents are ready for leisure mobility to a greater degree than when choosing interesting 
activities for themselves. 
When estimating the current level of demand and potential demand for the municipal services for children in the 
field of culture in Ordzhonikidze district the following conclusions can be made. 
Services for children are slightly more in demand than ones for adults, if we consider the consumption only 
among those who are potentially interested in them – families with children of up to 18 years. 65% of such families 
use the cultural and recreational services for children, and 38,5% receive them in the municipal institutions of their 
district . That is, 19,3 – 27,5 thousand families in Ordzhonikidze district are users of services for children, and 10,3 – 
16,9 thousand families receive the services in the municipal institutions of their district. 
Thus, there is an impressive potential for growth. Even now the plans of use of services of municipal institutions 
of Ordzhonikidze district which are described by the respondents allow predicting the growth within the next year. 
Moreover, the increased cost for services for children is also possible, because the relatively wealthy families are 
planning to use the services of institutions in their district. 
We also have to take into account that parents choosing the interesting and useful services for a child are ready to 
go to other districts of Ekaterinburg, so the quality of service combined with their proximity is important. 
The characteristics of needs of the target segments. The authors of the study suggested that between age segments 
there are key distinctions in culture and leisure needs, and, alongside with this, presence of children has a significant 
influence on cultural and recreational preferences of the families. 
Young people. The population of Ordzhonikidze district cannot be called young. Accordingly, the segment of 
young people is not numerous (totally 13%), but this is offset by its active consumption of culture and leisure 
services: anyway, 2/3 of young people visit cultural events. As a result, among the consumers of cultural services the 
proportion of this segment comprises 18%. Moreover, the young people regardless of their age spend money on 
entertainment very actively. 
The segment is very specific in what concerns leisure activities. On the one hand, the young people are very 
prone to home recreation – 86% said that one of their favorite activities is surfing in the Internet or watching TV at 
home. On the other hand, the young people are the frequenter visitors of cafes and other entertainment centers 
(41%), cinema (39%). They are active visitors of libraries (for educational purposes), educational events, meetings 
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with interesting people. Everything is quite explicable, since leisure activity is one of the main activities at young 
age, so all possible options of leisure activities – home ones and "public" ones, paid and free events and so on, are 
widespread among the young people. 
The young people segment is very attractive for cultural institutions due to its activity, willingness to visit cultural 
and recreational activities. But it is not easy to attract this segment.  It is important to create a "trendy" image of the 
public place to attract the young people. It is fair to assume that a contrast with the usual public events (cinema, 
sports matches) which take place in the district and attract "ill-mannered young people" will be a good idea. It makes 
sense to inform people via the Internet and directly through the educational institutions of the district. 
Families with children. The size of the segment – 29% of families in Ordzhonikidze district, 32% of them are 
consumers of the public cultural services for adults. It is important that being the active consumers of services for 
children this segment is very attractive in the part of services for adults. 56% visit cultural and leisure activities for 
adults, and 53% of them do so in Ordzhonikidze district in particular. The costs for such services are great. This 
group differs from others by a higher level of education (29% have higher education) and a higher status (every 
fourth works as a specialist or a chief manager). 
The behavior of this segment in the sphere of culture and leisure services is specific in the way that they have 
mainly family leisure activities. Many things depend on the interests of the children, so the parents' interests can be 
pushed to the background: "My dream is to take the lessons of Irish dance, but I feel I'll have my dream archived 
only when the kids get married, because I don't have enough time." But in most cases the parents are trying to 
choose such free time activities to combine the interest of adults and children. 
The most important criterion for choosing the cultural and leisure activities is interest and benefit, an "educational 
effect". The representatives of this segment pay little attention to convenient location. For the high quality services 
for their children, they are ready to be mobile, the same refers to the services for adults. 
With regard to this, they always plan attending any events: both due to their employment and the need to combine 
the interests of all family members. 
They are used to getting information about the events through the television and via the Internet. In addition, 
these very consumers pay attention to outdoor advertising. 
Adults without children. This segment is large – 24% of all families in the district, i.e. almost half of adult 
families of the district has got no children or their children have already grown up and have become older than 18 
years. 
This is a potentially very attractive group of consumers – because they have more free time than adults with 
children, their income is higher (29% think that they easily have enough money for all expenses and they can save 
money on major purchases). But in fact only 44% in this segment visit cultural and recreational institutions, 30% – 
in their district. As a result, the proportion of the consumers of cultural institutions in Ordzhonikidze district is the 
same as among the young people, although the latter amount is 10% smaller among the population. 
There are several reasons for this. Firstly, a significant proportion in this segment are workers (in fact, every 
second one), as we have already noted this group is the least active in consumption of culture and leisure services, 
they consider them uninteresting. The preferred leisure activities are home leisure, recreation with friends, visiting 
friends. Another reason is that even when visiting the cultural institutions they choose the ones that are situated 
outside the district. They are mobile, the convenient location is not so important. 
According to the hierarchy of selection of cultural and recreational institutions the families without children are 
"in between" the segments of the young people and the families with children. Like the young people they need the 
social component – people of certain community gather here, it is a popular, fashionable event. On the other hand, 
meeting their own interests is more important for them than for the young people. They get the information about 
events via the Internet, and also from friends and acquaintances. They pay attention to the local press, for example, 
"My favorite Uralmash”. 
So, this segment is not the most attractive from the point of view of consumption of culture and leisure services, 
but it is this segment that has got the biggest potential: it is they who have great plans to use the services in future 
(the probability of realization of these plans is not clear). If work is started with this segment, it becomes possible to 
attract them to the same events as the young people, and, moreover, offer hobby clubs: fishing, gardening, crafts. But 
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it is necessary to make greater efforts to inform this segment as compared to others. Whereas they are ready to get 
information from other people, it can be assumed that their community is not too interested in the topic of cultural 
events. 
Older generation. In Ordzhonikidze district the older segment is very numerous – 34%; 3/4 of this group are 
mainly pensioners with low level of education (only 20% have higher education). 
40% visit the cultural and leisure events, and almost the entire demand is focused in this district. The 
representatives of this segment are not too mobile, their life is concentrated in their district. 
The leisure in this group, contrary to stereotypes, is not reserved to household chores only, just the opposite: it is 
most active group in the sense of activity – 60% spend time outdoors, work in the garden, the half like to spend 
leisure time going to shops. 
The older generation is differentiated by cultural activity, leisure. The type of women having the active leisure is 
prominent. 
Another leisure activity group includes the representatives of the older generation who are active in their leisure 
but outside the format of cultural institutions. 
Besides the location, the price plays a great role when choosing cultural institutions. The price can be a significant 
barrier for visiting. Indeed, in the segment of older generation, there are a lot of people with low income: 46% note 
that sometimes they do not have money even for the most necessary things. While costs for cultural events in this 
group are the lowest – 1,4 thousands per month for a family, this amount can be significant for the consumers. 
Therefore, the choice of cultural event format is closely connected with its price. 
However, many representatives of the older generation spare their time and money for visiting cultural events, 
and they are always on the lookout for information about them. 
Such information sources as television and press are very relevant for the older generation. 
So, the older segment is very promising from the viewpoint of supply of culture and leisure services by district 
institutions in particular. They are specifically focused on active, public leisure, they prefer to spend time in their 
district and are looking for information about interesting events. On the other hand, a significant barrier for them is 
the price, they are oriented to inexpensive and even free of charge events. Yet, clearly enough, not everybody can get 
offers to satisfy their interests. 
Attitude towards Ekaterinburg Academy of Contemporary Art. Despite the fact that the quantitative survey has 
shown that not many people in the district know about the Academy, this new higher education institution is 
perceived very positively. Expectations from the higher education institution include both compensation for 
problems in the district ("improvement of culture level of Uralmash residents") and hopes for modernity – the 
population expects the new original content and format of its activity. 
The higher the level of education and social activity of Uralmash residents is, the more people in this group know 
about the Academy. The residents of Ordzhonikidze district residents believe that the Academy is a cultural 
institution rather than an educational one. Yet this is hardly to be counted on in case of mass demand, as the target 
audience (not only high school graduates but also consumers of services of vocational training for adults) is much 
smaller. In the view of the district's residents, the Academy is just another cultural center where various leisure 
activities for children and adults take place. The respondents often said "free of charge" in their answers because the 
higher education institution is municipal, which is associated with the government. It is important that yet 
unimplemented needs in the field of culture were pointed out – meetings with people of interest, original concerts, 
and educational services for adults. 
4. Conclusion 
The most important results of cultural activity which involves Ekaterinburg Academy of Contemporary Art as 
one of its subjects are expressed in a delayed social effect and are manifested in higher intellectual potential, change 
of the value reference points and standards of behavior of the citizens, which eventually brings about change in 
foundations of society functioning. This kind of consequences are often difficult to measure using the conventional 
statistics. Hence, to evaluate efficiency of cultural activity, the legislator suggests using the index of the level of 
population satisfaction with services in the sphere of culture. Since all events within the current federal (Strategija 
social'no-jekonomicheskogo razvitija Ural'skogo federal'nogo okruga na period do 2020 g., 2011), regional 
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(Koncepcija «Sberezhenie naselenija Sverdlovskoj oblasti na period do 2015 goda», 2001; O Strategii social'no-
jekonomicheskogo razvitija Sverdlovskoj oblasti na period do 2020 g., 2008; O Koncepcii razvitija kul'tury v 
Sverdlovskoj oblasti na period do 2020 g., 2013; Gosudarstvennaja programma «Razvitie kul'tury v Sverdlovskoj 
oblasti do 2020 goda», 2013; O Koncepcii povyshenija kachestva zhizni naselenija Sverdlovskoj oblasti na period do 
2030 goda – «Novoe kachestvo zhizni ural'cev», 2014) and municipal (Strategicheskij plan razvitija municipal'nogo 
obrazovanija «gorod Ekaterinburg» do 2020 g., 2010) cultural development programs are ultimately aimed at 
increasing the number of citizens involved in the cultural process, evaluation of efficiency of their implementation 
can also be expressed in higher expenditures for culture both due to growth of all levels of expenditures, the growth 
of private investment and due to higher expenditures of citizens for cultural services. The growth of expenditures for 
culture (per capita) will indicate the enhanced role of culture in the society in general, improved quality of services 
rendered to the population. The main social and economic effect of implementation of the culture development 
programs (the delayed in time one) can be expressed in enhanced role of art and culture in the process of social and 
economic transformation of the region, and, consequently, in improved quality of life of its residents. These 
expectations of legislators are confirmed by the results of a large-scale sociological survey conducted by the 
professionals of EACA. 
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